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Chapter 1. Introduction 
1.1. Rationale of the study 
 
Nowadays, occupying and maintaining a competitive position in the retail market is an 
important factor for the related companies due to the continuous increase of competition on the 
one hand and the growing customer demands on the other (Haming et al., 2019). Therefore, 
companies operating in this sector, being service companies, are repeatedly looking for 
alternative ways of differentiation, while their ability to cope well with the daily changes of 
service delivery, determines their position in the competitive market. In this case, the concept 
of service quality is a very important factor. The quality of services is important because it leads 
to customer loyalty and customer satisfaction. 
 Customer satisfaction is considered one of the main components of success of an 
organization or a business. In recent decades, numerous researchers have approached the 
measurement of customer satisfaction in depth, as it is crucial for the survival of a business and 
is considered a key indicator of their performance (Slack, Sonsh & Sharma, 2020). According 
to Kotler (2000) measuring customer satisfaction is an objective piece of information, as it 
evaluates the structure and organization of the business and brings to the surface the advantages 
and disadvantages of the policies implemented. 
 Over the last decade, most businesses, especially those in the western world, have been 
constantly engaged in customer satisfaction. It is well understood that a business without 
satisfied customers cannot have long-term business activity. Most companies are constantly 
trying to fully consolidate the expectations and needs of their customers, with the main goal of 
satisfying them (Santouridis & Veraki, 2017). 
 With the strong trend of market globalization, the emergence of high competition is a 
natural consequence. In this highly competitive environment, the most important factor under 
which every business or organization operates is customer satisfaction with the provision of 
excellent services. It is useful to note that the concept of customer has undergone a slight 
elaboration, which distinguishes the inside from the outside customer. However, the priority of 
companies and organizations remains customer satisfaction with a strong emphasis on the 




 Internal customers (employees) are the key to the success and longevity of businesses 
and organizations, and their role has changed, including their strong involvement in the 
decision-making process and service creation. By giving priority to the internal customer, each 
organization will be able to ensure the success of the operation of each organization and the 
high quality of services available to external customers (Pasebani, et al., 2012). Satisfaction of 
internal customers can lead him to express emotions such as security and loyalty to the company 
or organization. By identifying the needs of internal customers and meeting them, any form of 
organization can consider the changes that may occur within its operation in order to improve 
it in the future (Hallowell, et al., 1996).  
 An important parameter that leads to the improvement of the provided services and 
consequently to a higher level of customer satisfaction is how satisfied the employees of a 
company are (Shah, 2014; Bellou & Andronikidis, 2017). Job satisfaction is a complex and 
multifaceted concept that can mean different things to each person (Aziri, 2011). According to 
Spector (1985), job satisfaction describes how people feel about their job and its various 
dimensions, i.e., it explains the degree of satisfaction or dissatisfaction of the employee with 
his job. In addition, it functions as a key factor among employees and is defined as the emotional 
orientation on the part of the people of an organization towards the work role they have each 
time (Aziri, 2011). Job satisfaction can be considered as one of the main factors that affects the 
efficiency of businesses. Many studies have shown that there is an unusually large effect of 
employee motivation on their satisfaction, while the level of motivation has an impact on their 
productivity and therefore on the performance of the organization. Thus, satisfied employees 
show higher rates of return and contribute, in addition to boosting productivity, to overall 
business performance (Pang & Lu, 2018). Measuring employee satisfaction, from job design to 
supervision, has occupied the international scientific community in many research areas and 
especially in organizational culture and behavior (Spector, 1997). Most job satisfaction 
measurement models relate to and investigate how employees feel about their job. However, 
the fact that a job is characterized as satisfactory or not depends not only on the nature of the 
job itself but also on the expectations that employees have of what will be provided to them 
(Shah, 2014). 
 Customer satisfaction is the main goal of companies regardless of industry, in order 
to achieve the profitability goals that have been set. Businesses in the Supermarket sector 




to achieve maximum financial results. Previous research (Wikhamn, 2019) has shown that 
satisfied customers as well as satisfied employees are the core assets of a business. 
Additionally, satisfied customers are directly related to high profitability and repeat 
purchases (Pooser & Browne, 2018), while employee satisfaction is an important factor 
influencing customer satisfaction (Kurdi, Alshurideh & Alnaser, 2020). In this context, the 
present research effort aims to measure the job satisfaction of employees in one of the largest 
supermarket chains in the country, and to identify the connection - influence on customer 
satisfaction. 
 
1.2. Aim, research questions and hypothesis 
 
The general objective of the research that will be carried out is to measure the job satisfaction 
of employees in one of the largest supermarket chains in the country, and to identify the 
connection - influence on customer satisfaction. Based on the purpose of the research, the 
following research questions were formulated: 
1. What is the level of job satisfaction of employees? 
2. What is the level of customer satisfaction? 
3. What factors largely determine employee satisfaction with their work? 
4. What factors largely determine customer satisfaction with the services they receive? 
5. Is there a statistically significant correlation between employee satisfaction and 
customer satisfaction? 
The basic hypothesis of the present study is that employee satisfaction positively correlated 
with customer satisfaction. This hypothesis can be formulated using results of previous 
surveys in retail and supermarket industry which indicate that satisfied employees lead to 








2. Literature review 
This chapter presents the literature review of the concepts related to job satisfaction and 
customer satisfaction. The chapter is divided into three sections. The first section presents 
the conceptual framework of job satisfaction, gives the most important theories concerning 
the context of job satisfaction and presents findings of the literature on the factors that affect 
the level of job satisfaction. The second section presents the conceptual framework of 
customer satisfaction, gives the most important theories concerning the context of customer 
satisfaction (SERVQUAL model) and presents findings of the literature on the factors that 
affect the level of customer satisfaction. The third section presents research findings show 
that job satisfaction can lead to customer satisfaction. 
 
 
2.1. Job satisfaction 
2.1.1. Definition 
 
Job satisfaction is one of the main issues examined by organizational psychology, as it is 
considered that job satisfaction is substantially affected by the psychological state and health 
of employees and the interest of modern companies to have stable and satisfied staff with 
high efficiency (Aziri, 2011). 
 According to Spector (1997), job satisfaction is the employee's reaction to his work 
and this reaction is guided and determined by how he feels about it and is usually measured 
as a set of work characteristics combined with either external or internal comparison 
standards. According to Spector (1997), job satisfaction shows whether employees like or 
dislike work. 
 According to Locke (1976) job satisfaction includes three parameters: 
▪ the values that an employee wants or can have, 
▪ how the employee perceives that the company they work for can meet these values 
▪ the importance and role of these values for the employee 
 According to Spector (1997), satisfaction is divided into two categories, the intrinsic 
satisfaction that refers to the feelings that employees have about their job, as well as the 
nature of work and the extrinsic satisfaction, which refers to in parameters such as additional 




 The degree of job satisfaction is nowadays an important factor highly predictable by 
companies. Satisfaction is usually measured using scales where employees can express their 
views on their work (Shah, 2014). 
 
 
2.1.2. Theories about job satisfaction  
 
Theoretically, job satisfaction is directly related to work motivation, attitudes and values. It 
is the link between theories of motivation and their application in the workplace, being the 
most studied variable in the workplace. Motivation theories are one of the most important 
points of organizational theory with special importance in the formation of interpretive 
models of employee performance, as they are related to work efficiency and the factors that 
maximize it. Motivation theories can be divided into two categories: ontological, ie those 
that try to interpret the content and type of motivation, and mechanistic or procedural, ie 
those that focus on behaviors and conditions that encourage or discourage work performance 
(Fritzsche & Parrish, 2005). 
 
2.1.2.1 Maslow hierarchical model of human needs 
  
It is one of the main theories concerning motivation and related to Maslow's hierarchy of 
needs. People have needs. One need is the lack of something we want. This produces the 
movement and desire that encourages the individual to satisfy this need. Satisfying this need 
or achieving what the person wants is the goal. The hierarchy of Abraham Maslow's needs 
is a theory based on psychology proposed by the American psychologist Maslow in his 1943 
book «A Theory of Human Motivation». This is a theory of psychological health that is based 
on the completion of human needs in order of priority (Schermerhon et al., 2004). 
 Maslow's theory of the hierarchy of needs is a bottom-up pyramid of needs. Starting 
with simple normal survival, the Maslow hierarchy meets the needs of a social circle through 
self-regulation. Important to the hierarchy of needs theory is that Maslow believed that 
unmet needs would prevent the individual from taking the next step (Daft, 1997). 
 The needs pyramid is divided into two categories: inadequacy needs (security) and 
development needs (self-esteem). If the deficiency needs are not met, the individual will feel 




 When the Maslow hierarchy of needs is applied to work situations, it means that 
managers have a responsibility, first and foremost, to ensure that inadequacy needs are met. 
This means workplace safety and adequate wages. It then leads to a favorable climate in 
which employees can develop their maximum potential. In general, employee frustration 
could lead to poorer performance, lower job satisfaction, etc. 
The levels of prioritization of Maslow needs are as follows (Schermerhon et al., 2004): 
• Physiological needs: relate to the biological needs associated with food, water and 
oxygen supply. These are the strongest needs that man seeks in the beginning and 
wants to satisfy. 
• Safety needs: after meeting normal needs the individual's need for security is 
activated. Adults are not fully aware of the need for security except for a period of 
disorganization of the social structure or a period of emergence, children often show 
a sense of insecurity and the need to be safe 
• Social needs: with the satisfaction of security needs and normal needs usually arises 
the need which is related to selflessness and love. According to Maslow, people tend 
to leave feelings of alienation and loneliness and move into a state that has the 
acceptance and sense of belonging to an environment. 
• Needs for (self) assessment: after the first three scales in the Maslow pyramid the 
individual needs for assessment are created. At this level are presented the needs of 
the individual himself to appreciate himself as well as to feel appreciated by his 
environment. The level of respect and self-esteem of the individual should be stable 
and high while when he manages to meet these needs, he feels increased self-
confidence and feels valuable in his environment. If these needs are not met the 
person feels useless in his environment, helpless and weak while feelings of 
inferiority are created. 
• Needs for self-regulation-self-realization: when the individual manages to satisfy the 
above needs, he can now activate the needs of self-regulation. According to Maslow 
in this case the person through self-esteem is ready to do what for was born 
 
2.1.2.2. Herzberg's theory of two factors 
 
This theory identifies that within the work environment there are factors that are able to 
create satisfaction in the employee from work while on the contrary there is a group of factors 




2001). It was developed by Frederick Herzberg in 1959 who developed the theory of 
motivation or two-factor theory based on which the individual at workplace faces two 
categories of factors, the first of which cause satisfaction and the second is related to 
dissatisfaction (Hewstone & Stroebe, 2001). According to Herzberg, work-related factors 
are divided into two parts, hygiene factors and motivational factors. 
 
Hygiene factors: Hygiene factors are key motivators in the workplace but do not cause 
positive and long-term satisfaction, but the lack of those factors leads to dissatisfaction. 
According to Herzberg, the employee is dissatisfied when there is a lack of hygiene factors 
in workplace. These factors can be characterized as exogenous in the workplace and in the 
literature, they are also found as factors of maintenance or dissatisfaction. At the same time, 
these factors are directly related to the physiological needs of the individual that he can meet 
(Hewstone & Stroebe, 2001). The pillars of which the hygiene factors include are the 
following: 
▪ Payment: salaries must be decent and reasonable. They must be equal and 
competitive with those in the same industry they belong in the same field. 
▪ Company management policy: company policy should not be characterized by 
rigidity but should be characterized by clarity, fairness by offering flexible working 
hours, the possibility of breaks, leave, etc. 
▪ Marginal benefits: employees must be provided with medical care services, services 
related to their family, assistance programs, etc. 
▪ Physical working conditions: The specific conditions should provide safety to the 
employee and the ability to work in a safe environment. The equipment used by the 
company must be regularly and properly maintained. 
▪ Status: a stable status for the employee should be maintained within the company. 
▪ Interpersonal relationships: Employees' relationships with their co-workers, 
superiors and subordinates must be appropriate and acceptable.  
▪ Occupational Safety: The organization must provide safety to employees (Naylor 
1999; Balkin et al., 2003). 
 
Motivational factors: According to Herzberg theory, hygiene factors are not placed as 
motivators. Factors that are considered motivating, offer the employee satisfaction and can 
be characterized as inherent in the work environment while being able to increase employee 




The motivating factors are the following: 
▪ Recognition: for all employees there should be praise and the recognition of 
achievements by their colleagues. 
▪ Sense of achievement: the sense of achievement should experience by all 
employees. 
▪ Opportunities for personal development and personal promotion: The employees 
must be able to develop their work while at the same time they must have the 
opportunity to be promoted in order to have an additional factor in increasing their 
productivity. 
▪ Responsibility: All employees must be responsible in their work. Their superiors 
should give them the opportunity to take responsibility for the work they create by 
minimizing control. 
▪ Importance of the project: The nature of the work should give importance to the 
employee, create challenges for him and the work team and while performing the 
project should be motivated (Amos, et al., 2008). 
 
 
2.1.3. Significance of job satisfaction  
 
Businesses tend to pay close attention to job satisfaction. As Varma (2017) state, the 
importance of job satisfaction is very high, since it increases the productivity of employees. 
In addition, many studies consider how job satisfaction emotionally affects the employee 
and contributes to his well-being (Ducharme & Martin, (2000). According to Sousa et al. 
(2019) job dissatisfaction is directly related to work stress and burnout. It is also seen that 
when job satisfaction is low it is directly related to a number of consequences which have 
an impact on a personal and professional level (Varma, 2017). As  
 According to Green and Tsitsianis, (2005) job satisfaction is expressed accordingly, 
ie the employee considers that the current living situation is better or worse than expected. 
In addition, in the same article noted that an important factor in high job satisfaction is the 
quality of work which must be exactly as the employee imagines before starting work. 
 Also, Kashmoola Ahmad and Kheng (2001), argues that the degree of job satisfaction 
is an important factor in whether the employee stays or leaves his job. According to the 
theory, if an employee thinks that leaving his job would be better for him than staying at 





2.1.4. Factor affecting job satisfaction  
Job satisfaction means the degree to which employees like their job. Job satisfaction depends 
on all the positive and negative views of employees about their work environment. The 
internal (intrinsic) and external elements of work evoke emotions in employees. The inherent 
elements come from the employee himself, such as the nature of the work and the 
possibilities for personal development. Exogenous ones are caused by external rewards and 
have to do with organizational issues. Such are the satisfaction that comes from rewards and 
other financial benefits, from partnerships and opportunities for promotion. It was found that 
there is a positive relationship between job satisfaction and employee loyalty to the 
organization they work for. 
The most important factors that contribute to job satisfaction are (Spector, 1997; Pneg, 2012; 
Kumar & Kaur, 2016; Olubiyi et al., 2019; Pandey et al., 2019): 
▪ The work should be interesting and act as a challenge for the employee. 
▪ Have a distinct relationship between performance and pay. 
▪ The employee is rewarded with praise and other rewards when he successfully 
completes his work. 
▪ The working environment to present ideal working conditions. 
▪ Proper supervision, ie caring for the employee and providing assistance if needed. 
▪ Good relations between colleagues, superiors and subordinates. 
▪ The effective policy of the company, which will aim to help the employee in his 
work. 
Other researchers, such as Olubiyi et al. (2019), have argued for the need for a good work 
climate, which will increase job satisfaction. Distinction of employees who perform 
satisfactorily is required in order to be promoted or honored. In addition, intra-group 
discrimination should be promoted, demonstrating that the "rewards" given are similar to 
those of other similar organizations. 
 
2.1.5. Job satisfaction measurement models 
 
Job satisfaction is a very important factor that affects human behavior and in fact is a 
multidimensional concept since it is a set of forms of behavior at work that are related to 




is a field of intense research interest due to its effect on employee behavior and its correlation 
even with overall life satisfaction (Chytiris, 2017). 
 The main tools to measure job satisfaction are interviews and questionnaires. 
However, questionnaires are more commonly used because interviews, while providing 
more detailed information, are a more expensive and time-consuming research tool than 
questionnaires, which are quicker to complete and target a larger sample of results that can 
be quantified and are easier to process (Spector, 1997). 
 Various models for measuring job satisfaction have been developed in the 
international scientific community. It is worth noting that to be considered a model ideal for 
research it must be reliable, valid and distinct as it examines psychometric features (Saane 
et al., 2003). The most common models used in employee satisfaction surveys are six of 
which four do individual factor analysis and two investigate employee satisfaction as a whole 
(Spector, 1997). 
 Weiss, Dawis, England, and Lofquist (1967) proposed the Minnesota Satisfaction 
Questionnaire (MSQ), which assesses job satisfaction through various characteristics of the 
work environment through the Likert five-point scale, ie, very dissatisfied-dissatisfied-
neither dissatisfied / nor satisfied-satisfied-very satisfied (Purohit et al, 2016). The literature 
mentions two types of this model, the complete one which consists of 100 elements and 
examines 20 dimensions with 5 elements per dimension and the short one which consists of 
20 elements and examines 1 element per dimension respectively (Noor, 2008). The twenty 
dimensions of the questionnaire are: capacity building, achievement, activity, promotion, 
power, company policies and practices, compensation, relationship with partners, creativity, 
independence, moral values, recognition, responsibility, social status, supervision - human 
relations, supervision - technique, variety and working environment (Spector, 1997).  
 Smith, Kendall and Hulin (1969) developed the Job Descriptive Index (JDI) which 
is the most popular model among scientists of organizational behavior. JDI measures 5 
dimensions of job satisfaction namely the nature of work, payment, promotion, supervision 
and coworkers (Castillo & Cano, 2004). Each dimension consists of 9 or 18 adjectives or 
short phrases that describe various aspects of the respondents' work experiences using the 
tertiary scale with possible “Yes, No and Not sure” answers (Stanton et al, 2001). The main 
aim is to describe the feelings of employees about their work using adjectives and phrases 
in order to clarify the factors that ultimately affect job satisfaction through 72 questions, 




  Spector (1985) developed the Job Satisfaction Survey (JSS) to assess job satisfaction 
in services, nonprofits and public organizations, which consists of 36 items that describe the 
9 dimensions of job satisfaction and more specifically 4 items are found per dimension 
(Fields, 2013). The 9 dimensions of job satisfaction are remuneration, promotion, 
supervision, additional benefits, potential rewards, working conditions, colleagues, the 
nature of work and communication (Spector, 1997). Finally, Ironson, Smith, Brannick, 
Gibson, and Paul (1989) proposed the Job in General Scale (JIG), seeking to highlight 
employees' general feelings about their work by measuring overall satisfaction rather than 
individual characteristics like other scales. also anticipate particular behaviors such as 
resignation and absences (Ironson et al, 1989). The scale is based on the Job Descriptive 
Index of Smith, Kendall and Hulin (1969) and contains 18 elements, which are adjectives or 
short phrases and their combination is the measurement of overall job satisfaction using the 
six point Likert’s scale (Spector, 1997). 
 
 




Howard and Sheth (1969) emphasize that satisfaction is a cognitive state of the customer, in 
terms of adequate or insufficient reward for the sacrifices and efforts he has made. Hunt 
(1977) defines satisfaction as an evaluation process, which is based on whether the 
experience was as good as the customer thought it would be. In the same context, Engel and 
Blackwell (1982) state that satisfaction is an evaluation process, which examines whether 
this choice is compatible with the client's previous beliefs. 
 Churchill and Suprenant (1982) emphasize that satisfaction is the result of purchasing 
and using a product or service, which results from comparing the customer between the 
reward and the cost of the purchase, taking into account the expected effects. Then, 
Westbrook and Reilly (1983) in their research point out that satisfaction is an emotional 
reaction to customer experiences, which are related to specific products and services, or 
buying processes, or even specific characteristics of this customer  Tse and Wilton (1988) 
state that satisfaction is the customer response to the evaluation process, which examines the 
discrepancies between previous expectations and the actual level of product performance as 




 All of the above definitions demonstrate the complexity of the concept of 
satisfaction. But the research has some things in common. More specifically, satisfaction is 
considered primarily emotional or reaction. Most respondents respond spontaneously and 
use emotional reactions to describe their satisfaction with a product or service. In addition, 
customer satisfaction depends on and is directly related to the expectations that the customer 
has as well as to standards that he compares with his satisfaction factors. This means that if 
the performance of a product or service is not as expected, then the customer is dissatisfied. 
On the other hand, if the expectations are met by the performance, then the customer is 
happy. 
 At this point it is necessary to refer to the definition of customer dissatisfaction or 
dissatisfaction. As mentioned above, customer dissatisfaction or satisfaction is directly 
related to the customer's expectations for product performance or the product itself. If the 
customer thinks that the performance of the product is lower than expected, he feels 
dissatisfaction or dissatisfaction. Dissatisfaction is therefore defined as the difference 
between the customer's expectations of a product's performance and its actual performance. 
In the last decade, customer dissatisfaction with a product is very common, although it 
depends on the different product categories. In most cases, customer dissatisfaction does not 
manifest itself, nor is they required to repair the damage. A large percentage of dissatisfied 
customers do not express their discomfort (Kasiri et al., 2017). But this is a major 
disadvantage for businesses as they do not know the reasons for customer dissatisfaction and 
therefore cannot take corrective action. 
 
 Nowadays, the high quality of a service is increasingly important for a business to be 
considered successful. Customer satisfaction seems to be one of the most important factors 
in order to properly and in the best possible way a product or service of a company and even 
contributes to the overall development of the company. For this reason, Service Marketing 
and Product Marketing must be separated. The difference is that the services are intangible 
resulting in personal interaction with the customer and it would be good for employees to be 
careful in their communication with the customer. In Service Marketing, in addition to the 
product / service, price, distribution and promotion, characteristics that affect customer 
satisfaction, there is still human resources and processes and which contribute significantly 
to customer satisfaction. Customer satisfaction management is a very key issue for all 




customers, providing the right product or service, to the right customer, through the right 
distribution channel, at the right time and at the right cost (Espejel,  Fandos & Flavián, 2008). 
 The five operating principles for managing the level of customer satisfaction and 
loyalty are (Szymanski & Henard, 2001): 
▪ The understanding and response of the company to the needs of its customers, in 
relation to the needs that are constantly evolving and therefore to the changing 
expectations of its customers. 
▪ Defining a high level of services and the understanding of this vision of the company 
by its employees, so that it is understood that the strategy for high quality services is 
important for all employees of the company but also a personal desire of each. 
▪ Defining specific service delivery standards and measuring the company's 
performance according to these standards, in order to identify the performance with 
the standard. 
▪ Training and selection of appropriate staff, in order to strengthen the business 
potential in order to satisfy customers. 
▪ Recognition and rewarding of the services of the employees in the effort of complete 
satisfaction of the customers of the company either individually or collectively. 
 
 
2.2.2 Customer satisfaction models 
 
2.2.2.1 The SERVQUAL model 
 
 
The SERVQUAL rating model, a significant tool of customer satisfaction, was created in 
1985 by Parasuraman, Zeithaml and Berry to help organizations understand what consumers 
value and how well they meet their customers' needs and expectations. It is observed that the 
SERVQUAL model is one of the most tried and recognized tools for measuring the quality 
of services, which in the past had been widely tested by industries but, as has been seen by 
other industries such as supermarket. Diagrammatically we can say that it has the form of 
Figure 1. Customers, as we see in the Figure 1, have some expectations from the 




provided by friends and acquaintances (Word of Mouth), (2) personal needs, (3) past 
experience and (4) communication from the company that provides the services (external 
communications to consumers) (Mont & Plepys, 2003). 
 
 
Figure 1. SERVQUAL model (Zeithaml, Parasuraman & Berry, 1988) 
 
 
This SERVQUAL model was developed by Zeithaml, Parasuraman and Berry (1988). It is 
a particularly useful element of companies to determine the gap - the gap between the 
expectations and perceptions of customers. The following are briefly presented the 
discrepancies that may be observed: 
▪ Gap 1: Gap between customer expectations and managers' perceptions of the 
aforementioned customer expectations. It is observed that in some cases companies 
can not offer quality services as they are not aware of their needs and desires. 
Resolving disputes requires detailed market analysis and analysis and data collection 
on customer preferences ( 
▪ Gap 2: Gap between the perceptions of company managers regarding the wishes of 




services provided or ineffective existence of standards, there is a feeling of reduction 
of the quality perceived by the customers. Bridging the gap requires a complete and 
detailed definition of quality standards that will reflect the wishes of customers 
▪ Gap 3: Gap between the expectations of quality characteristics and the quality given 
to the customer. The required standards of a company or service are not only required 
to satisfy the desires of customers but need to be strengthened by effective and 
sufficient resources. To close this gap, the immediate availability of all necessary 
resources must be ensured 
▪ Gap 4: Gap between the provision of services and the relationship between the 
individual or organization providing the service and the customer. The difference is 
observed between what the organization promises to offer and what it provides in the 
end. This difference lies in the fact that others offer the services and others are 
engaged in their promotion. The removal of the fourth dispute strengthens and 
requires the direct contact and consultation of the employees in the promotion 
department of the products with those who provide the service. 
▪ Gap 5: According to the above, the fifth gap emerges, which is the gap between the 
wishes and perceptions of the customer. This difference represents the possible 
discrepancy between the expected and the undertaken service from the point of view 
of the customers. The illustration in the figure below shows us all the factors that can 
influence the expectations and perceptions of customers regarding the services 
provided 
 
2.2.2.2 Satisfaction model of Kano and Seraku 
 
Kano in 1984 developed a model for categorizing the characteristics of a product or service 
based on how well they can meet customer needs (Figure 2). It is a theory of product 
development and customer satisfaction which was developed in the 80's by Professor Noriaki 
Kano and essentially classifies the consumer characteristics of customers into five categories 
(Kano et al., 1984). These are: attractive features, expected features, key features, indifferent 
features, and reverse quality features (Mont & Plepys, 2003; Xu et al., 2009). 
 Attractive features provide complete satisfaction when achieved, but at the same time 
do not cause dissatisfaction when not met because the customer did not expect them. The 
expected features on the one hand achieve great customer satisfaction and on the other cause 




but when they do not exist this causes great dissatisfaction. Indifferent features are those that 
do not affect the customer or the consumer at all whether they exist or not and therefore have 
no impact on their satisfaction or dissatisfaction. Reverse quality characteristics have to do 
with the fact that their existence in a product or service ultimately leads to a great deal of 
dissatisfaction. 
 The Kano model provides an overview of the product features that a customer 
considers important by developing a questionnaire to identify the above five quality 
elements. Its purpose is to better develop the specifications of the product during its 
development and focuses on differentiating the characteristics of a product without initially 
focusing so much on customer-consumer satisfaction. 
 The Kano customer satisfaction model is a useful tool for companies that want to 
develop products or offer services that are considered important by customers, but this is not 
a sufficient method of measuring customer satisfaction (Mont & Plepys, 2003). 
 
Figure 2. Kano-Seraku model (Mont & Plepys, 2003) 
 
2.2.3 Customer satisfaction significance 
Customer satisfaction is a very important factor and main goal for a business. It is the most 
objective information of the market and through it possible "opportunities" in the specific 
market are identified. It helps the company to understand the perceptions of customers, 





 In addition, exploring customer satisfaction can help to understand their perceptions 
and more specifically to understand their desires, expectations and needs. By assessing 
customer satisfaction, companies can identify their major strengths and weaknesses, 
compared to a competitive market. The human resources of the companies make continuous 
efforts to increase productivity, as their performance and the effort they make for service, 
are evaluated by the customers themselves. Importantly, according to many studies, there is 
a direct relationship between the amount of profits of a company, its stable customer base 
and its financial viability and customer satisfaction (Álvarez-García et al., 2019). Price 
flexibility depends on customer satisfaction, as a satisfied customer is willing to pay for high 
quality services or products at any price and continues to buy the same product or other 
products and services of the same company, often in larger quantities. But, on a practical 
level, the motivation of an entire organization or a company cannot be based on an indefinite 
or abstract concept such as customer satisfaction. Also, over the last decade, the expectations 
of customers have been steadily increasing and businesses are focusing mainly on their 
desires and the causes of their dissatisfaction (Chen, Hsu & Lee, 2019). 
 
 
2.3. Customer satisfaction and employee satisfaction 
 
The relationship between employee satisfaction and customer satisfaction is a key factor in 
customer satisfaction as reported in the literature. Employees are said to be significantly 
correlated with quality of service and customer satisfaction. Satisfied employees are more 
productive, innovative, loyal, so as to influence customer satisfaction. Satisfied employees 
can play an active role in an effort to achieve high efficiency and effectiveness in their 
business or employment organization. The impact of employee satisfaction on service 
quality and customer satisfaction has been widely discussed in the international literature 
and marketing recently (Slack, Singh & Sharma, 2020). 
 Dissatisfied employees are unable to provide high quality services to external 
customers (Brown & Lam, 2008; Ekinci & Dawes, 2009). In business administration, the 
importance of employees' attitudes to the organization, such as satisfaction, commitment, 
loyalty, and how these behaviors affect the performance of the business or organization, is 
rarely presented in depth (Boudreau, 2004). The influence of employee satisfaction on 




1994) and the Theory of Psychological Contracts (Robinson, 1995). The essence of both 
theories is the rule of reciprocity, which states that satisfied customers will feel involved and 
cooperate with people who are satisfied with themselves or enjoy a degree of benefit 
(Bateman & Organ, 1983). 
 Beaty & Lee (1996) stated that clients who develop relationships with employees 
will allow the employee to pay close attention to the client. In other words, positive customer 
support will increase customer satisfaction from employees who have been served. 
Researchers argue that employee satisfaction will improve the quality of services based on 
the similarity or fairness of Social Exchange Theory. Although there are differing views on 
Social Exchange Theory, experts agree that social exchange involves a series of interactions 
that constitute responsibilities (Cropanzano & Mitchell, 2005). In Social Exchange Theory, 
if the employer offers comfortable working conditions that make employees feel comfortable 
and satisfied, there will be a tendency to put extra effort into the business or organization as 
a means of repaying the kindness they have received. Therefore, researchers have suggested 
that satisfied employees will have a commitment to better serve their customers (Slack, 
Singh & Sharma, 2020; Varma, 2017). 
 Many studies have tried to find the relationship between human resources and service 
quality. The research results of Malhotra and Mukherjee (2004) indicated that it is important 
to conduct research on the relationship between internal customers and the quality of 
services. Xu and Goedegebuure (2005) suggested that there is a positive relationship 
between employee satisfaction and customer satisfaction. The same relationship has been 
examined by Hartline & Ferrell (1996). Several studies have demonstrated the power of the 
relationship between employee satisfaction and customer satisfaction (Ekinci & Dawes, 
2009).  
 Employees who feel satisfied, as has already been pointed out, will provide a higher 
level of service. Therefore, a happy employee would make the customers of the company or 
organization happy (Kumar & Kaur, 2016). Kasiri et al. (2017) stated that job satisfaction 
can directly affect customers' perceptions of the quality of services provided. In other words, 
job satisfaction has a positive impact on the quality of services which in turn will affect 
customer satisfaction. Oh & Yoon (2011) also found that job satisfaction of employees in 
the service sector, has a significant impact on service quality and concluded that job 
satisfaction also affects customer satisfaction. 
 Efforts to improve customer satisfaction are important for businesses and 




between employee satisfaction and customer satisfaction. However, researchers still feel that 





3. Methodology  
 
3.1. Research design 
 
Research planning can be understood as the "general plan of a research" that "sheds light 
on how the study will be conducted". Its function is to ensure that the data obtained enable 
researchers to respond to the original research hypotheses as clearly as possible (De Vaus, 
2001) and is the overall strategy followed for data collection, measurement and analysis. . A 
quantitative approach was adopted for the purpose of the research. According to Jonker and 
Pennink (2010), such a methodology is usually applied when the research is aimed at testing 
hypotheses and in this type of research, the researcher is not able to intervene in the 
participants. In addition, Kothari (2004) points out that the researcher has no control over 
the variables and can only report what has happened or is happening. As already mentioned, 
in quantitative research projects, the researcher relies more on positivist principles and uses 
variables and assumptions. Second, an inductive approach was chosen to link theory and 
research. The researcher examined the existing literature and then made hypotheses in order 
to test a theory in a specific industry (super market industry). In addition, this approach 
allows, for example, the use of tests to test cases and can be considered as a low risk strategy 
(Saunders, Lewis & Thornhill, 2009). Third, the strategy of contemporary research has been 
chosen. These types of surveys are popular as they allow the collection of large volumes of 
data from a significant population in a timely and extremely economical way, while the 
choice of a contemporary research allows the study of a specific phenomenon (or 
phenomena) in a specific (Saunders, Lewis & Thornhill, 2009) and offer the opportunity to 
evaluate the relationships between variables and test the causal hypothesis (Visser, Krosnick 
& Lavrakas, 2000). This form of research can support the objectives of the present study 
where the aim was to investigate the relationship between customer satisfaction and 
employee satisfaction. 
 





According to Sekaran (2003), population refers to the group of people that a researcher wants 
to evaluate in terms of characteristics of interest (here types of leadership, emotional leader 
intelligence, job satisfaction and job performance). The target population of the present 
research is the employees and customers in the supermarket of Greece. The preferred 
sampling technique for the present dissertation was a non-probability sampling technique 
(convenience sampling). This is based on the selection of samples based on the subjective 
judgment of the researcher and the direct accessibility of the sample (Saunders, Lewis & 
Thornhill, 2009). A total of 100 supermarket employees and 100 supermarket costumers 






In the context of quantitative research, the methodological tool used is the structured 
questionnaire. The questionnaire is a widely used tool for measuring the level of knowledge 
and perceptions of a sample of the population. The questionnaire is a well-established tool 
in social science research to obtain information about participants' social characteristics, 
present and past behavior, patterns of behavior or attitudes and their beliefs and reasons for 
acting in relation to the subject under investigation. theme. Questionnaires, and especially 
structured questionnaires, also have the advantage of being completed by the respondent on 
site and returned to the researcher at the same time, have extremely low management costs, 
ie design, distribution and collection, and can be distributed and completed by a large 
number of respondents. regardless of their geographical distribution (Phella, Bloch & Seale, 
2011). 
 A total of two questionnaires were created for the present survey. The first was 
distributed to employees and the second to supermarket customers. The employee 
questionnaire was divided into two sections. The first section recorded their demographic 
and job characteristics (gender, age, marital status, level of education, professional 
experience, job position) while the second section used the Job Satisfaction Survey (JSS) 
scale to assess the level of job satisfaction. The JSS questionnaire is available online, made 
by Spector (1985) while in Greek it has been translated by Tsounis and Sarafis (2018). It 




2 =I disagree moderately, 3 =I disagree a little, 4 =I agree a little, 5 =I agree moderately and 
6 =I totally agree. The questionnaire includes closed-ended questions / items and evaluates 
9 sub-scales of job satisfaction: salary, earnings, additional benefits, supervision, potential 
rewards, operational procedures, partners, nature of work, communication and overall job 
satisfaction. Each subscale contains 4 questions. The correspondence of questions and 
dimensions is given in detail in Table 1. Out of the total of questions, 19 are negatively 
formulated and are scored in reverse. Specifically, the questions with negative expression 
are 2, 4, 6, 8, 10, 12, 14, 16, 18, 19, 21, 23, 24, 26, 29, 31, 32, 34, 36 (Tsounis & Sarafis, 
2018).  
 
Table 1. Dimensions of job satisfaction in accordance with the questions of the questionnaire 
Items Dimensions 
1, 10, 19, 28 Salary 
2, 11, 20, 33 Promotion opportunities 
3, 12, 21, 30 Relationship with supervisor 
4, 13, 22, 29 Additional benefits 
5, 14, 23, 32 Extraordinary rewards related to effort recognition 
6, 15, 24, 31 Working conditions 
7, 16, 25, 34 Relationship with partners 
8, 17, 27, 35 Nature of work 
9, 18, 26, 36 Communication 
 
 
 The costumer questionnaire was divided into two sections. The first section recorded 
their demographic and job characteristics (gender, age, marital status, level of education, 
shopping frequency) while the second section used the SERVQUAL model to evaluate the 
level of customer satisfaction. A total of 16 questions were used with a rating from 1 = 
Completely dissatisfied to 5 = Completely satisfied which evaluated the degree of customer 
satisfaction from staff (questions 1-4), service (questions 5-8), available products (questions 
9- 12) and the facilities (questions 13-15) while one question assessed the overall level of 
satisfaction with the services provided by the supermarkets. 
 The questionnaires were distributed to employees and customers through the online 







3.4. Statistical analysis 
 
Data analysis was performed in statistical processing software SPSS version 25. For data 
analysis were used both techniques and indicators of descriptive analysis, percentage (%) - 
frequency (n) and mean value (M)/standard deviation (SD) and induction analysis 
techniques. More specifically, t-tests for two independent samples and analysis of variance 
(one-way ANOVA) for more than two independent samples were used to investigate 
whether the level of job satisfaction differed significantly in terms of demographic 
characteristics of employees. To investigate whether the level of customer satisfaction 
differs significantly in terms of demographic characteristics, t-tests and one-way ANOVA 
were used. To investigate the correlation between employees’ job satisfaction and customer 
satisfaction, the Pearson correlation coefficient and multiple linear regression (forward 
selection method) were used. All analyzes were performed at a minimum level of 






Chapter 4. Results 
 
4.1. Sample demographics 
 
The first section presents the findings regarding the demographic characteristics of the 
sample of employees and customers who participated in the survey. The demographic 
characteristics of employees are presented in Table 2. In total, 43 (43%) men and 57 (57%) 
women participated in the survey. Regarding the age distribution of the sample, it was 
observed that 39% (n = 39) of the employees were aged 41 to 50 years and 22% (n = 22) 
were aged 31 to 40 years. Smaller participation was observed by employees up to 30 years 
old (n = 14, 14%), employees aged 51 to 60 years (n = 18, 18%) and employees over 61 
years old (n = 7, 7%). In addition, a significant percentage of the sample were either primary 
(n = 36, 36%) and secondary (n = 34, 23%) graduates while a smaller percentage were higher 
education graduates (n = 23, 23%) and master/ PhD holders (n = 7, 7%). The majority of the 
sample were married (n = 61, 61%) while regarding their work experience, 41% (n = 41) 
employees had 16 to 25 years of service and 34% (n = 44) employees had more than 21 years 
of experience. 
 Finally, it was observed that out of the total of 100 employees 56% (n = 56) were 
seller / cashier, 18% (n = 18) were administrative staff, 14% (n = 56) worked in the 
warehouse or distribution department and 12% (n = 12) were manager or supervisor. 
 
Table 2. Supermarket employees’ demographics 
 n % 
Gender Male 43 43% 
Female 57 57% 
Age Up to 30  14 14% 
31-40  22 22% 
41-50  39 39% 
51-60  18 18% 
 61 and over 7 7% 




Secondary 34 34% 
Bachelor’s degree  23 23% 
Master/ PhD 7 7% 
Marital status Single 18 18% 
Married 61 61% 
Divorced 15 15% 
Widowed 6 6% 
Years of working 
experience 
Up to 5  9 9% 
6-10  18 18% 
11-15  16 16% 
16-20 23 23% 
 21-25 18 18% 
 26-30 7 7% 
 31-35 6 6% 
 36 and above 3 3% 
Position Seller/ cashier 56 56% 
 Warehouse / distribution  14 14% 
 Administrative staff 18 18% 
 Manager/ supervisor 12 12% 
 
The demographic characteristics of supermarket customers are presented in Table 3. In total, 
37 (37%) men and 63 (63%) women participated in the survey. Regarding the age 
distribution of the sample, it was observed that 33% (n = 33) of the customers were aged 41 
to 50 years and 24% (n = 24) were aged 31 to 40 years. Smaller participation was observed 
by customers up to 30 years old (n = 22, 22%), 51 to 60 years (n = 15, 5%) and over 61 years 
old (n = 6, 6%). In addition, a significant percentage of the sample were were higher 
education graduates (n = 45, 45%) and master/ PhD holders (n = 13, 13%). On the contrary, 
18% (n =18) were primary education graduates and 24% (n = 24) were secondary education 
graduates. The majority of the customers were married (n = 57, 57%) or single (n=30, 30%).  
 Finally, it was observed that out of the total of 100 customers, 45% (n = 45) stated 
that they make purchases from supermarket 1-2 times a week and 33% (n = 33) stated that 
they make purchases from supermarket 3- 5 times a week. 
Table 3. Supermarket customers’ demographics 
 n % 
Gender Male 37 43% 
Female 63 57% 
Age Up to 30  22 22% 




41-50  33 33% 
51-60  15 15% 
 61 and over 6 6% 
Education Primary 18 18% 
Secondary 24 24% 
Bachelor’s degree  45 45% 
Master/ PhD 13 13% 
Marital status Single 30 30% 
Married 57 57% 
Divorced 8 8% 
Widowed 5 5% 
Shopping frequency Rarely (less than 1 time per week) 9 9% 
1-2 times a week  45 45% 
3-5 times a week  33 33% 
Every day 13 13% 
 
 
4.2. Reliability analysis 
 
The reliability analysis of the research tools was based on Cronbach's internal impact factor 
α. The Cronbach index a evaluates the reliability of a tool with values above 0.6 to be a sign 
of good reliability (Tavakol & Dennick, 2011). The results of the reliability analysis are 
given in detail in Table 4. The analysis showed that the job satisfaction scale shows quite 
high reliability (α = 0.899). A similarly high reliability results for the customer satisfaction 
tool (α = 0.837). Finally, all the sub-dimensions of two questionnaires were quite reliable 
(α>0.7 in all cases) 
 





Employee satisfaction 36 0.899 
Salary 4 0.914 
Promotion opportunities 4 0.841 
Relationship with supervisor 4 0.801 
Additional benefits 4 0.819 







Working conditions 4 0.823 
Colleagues 4 0.965 
Nature of work 4 0.887 
Communication 4 0.922 
Consumer satisfaction 16 0.837 
Staff 4 0.753 
Service 4 0.878 
Available products 4 0.807 
Facilities 3 0.828 
 
 
4.3. Employees satisfaction 
 
The next section of the results presents the findings regarding the level of satisfaction of the 
supermarket employees. First, the findings on the nine satisfaction factors are presented 
(salary, promotion, supervision, privileges and benefits, potential rewards, working 
conditions, colleagues, nature of work, communication) and at the end the results of the 
overall satisfaction of supermarket employees are given. Table 5 gives the findings regarding 
the level of satisfaction of supermarket employees with their salary. The analysis showed 
that the participants disagreed with the fact that they are paid fairly (M = 2.5, SD = 1.5) 
while they expressed the opportunities for salary increases provided to me (M = 2.2, SD = 
1.4). In addition, participants agreed that salary increases are rare (M = 4.7, SD = 1.8) and 
that they feel that from the pay they receive, they feel that their work is not valued by the 
organization (M = 4.2, SD = 1.7). The mean values of salary satisfaction was found to be 2.4 
(TA = 1.1). This results shows that the supermarket employees are dissatisfied with their 
salary.  
 
Table 5. Results for the satisfaction of supermarket employees from their salary 
 
 M SD 
I think I get paid fairly for the work  2.5 1.5 
Salary increases are very rare  4.7 1.8 
When I think about my pay  I feel that my 
work is not appreciated by the organization 
4.2 1.7 
 I feel satisfied with the salary increase 





Salary 2.4 1.1 
 
 
Table 6 presents the results regarding the level of satisfaction of supermarkets employees 
with their promotion opportunities. The analysis showed that supermarkets employees 
recognize that there are very few opportunities for promotion at their work (M = 3.8, SD = 
1.8) while disagreeing that those who do their job well have a good chance of promotion (M 
= 2.3, SD = 1.4), with the fact that employees are promoted as fast as in other jobs (M = 2.2, 
SD = 1.3) while they expressed dissatisfaction with the promotion opportunities provided to 
them (M = 2.4, SD = 1.4). The mean value of the satisfaction from the promotion possibilities 
was found equal to 2.5 (SD = 1.0). This price shows that the supermarkets employees are 
dissatisfied with the possibilities of promotion.  
 
Table 6. Results for the satisfaction of supermarket employees from Promotion opportunities 
 M SD 
There are very few opportunities for 
promotion in my job  
3.8 1.8 
Those who do their job well have a good 
chance of being promoted  
2.3 1.4 
Employees here are promoted as fast as in 
other jobs  
2.2 1.3 
I am satisfied with the promotion 
opportunities provided to me  
2.4 1.4 




Table 7 gives the results observed from the participants' responses regarding their level of 
satisfaction from their supervisor (supervision). The analysis showed that supermarket 
employees agreed that their supervisor is very good in his / her job (M = 4.5, SD = 1.6) while 
acknowledging that they like their supervisor (M = 4.6, SD = 1.5). In contrast, the 
supermarket employees who participated in the survey disagreed that their supervisor was 
unfair to them (M = 2.5, SD = 1.6) and expressed neutrality as to whether their supervisor 
showed little interest in how they felt (M = 3.0, SD = 1.8). The mean value of satisfaction 
from supervision was found to be 4.4 (SD = 1.2). This value shows that the supervisor are 





Table 7. Results for the satisfaction of supermarket employees from supervision 
 M SD 
My supervisor is very good at his / her job.  4.5 1.6 
My supervisor is unfair to me  2.5 1.6 
My supervisor shows little interest in how 
his subordinates feel  
3.0 1.8 
I like my supervisor 4.6 1.5 
Supervision 4.4 1.2 
 
 
In Table 8 are given the findings regarding the level of satisfaction with the privileges and 
benefits that supermarket employees have from their work. The analysis showed that the 
participants admitted that they are not satisfied with the additional benefits they receive, in 
addition to the salary (M = 4.0, SD = 1.7) while they agreed that there are additional benefits, 
they should receive but this did not occur (M = 4.5, SD = 1.7). In addition, participants 
disagreed that the additional benefits - in addition to the salary they receive from work are 
as good as those offered by other organizations (M = 2.2, SD = 1.4) while they consider that 
the package of additional benefits - in addition to the salary receive in the context of work is 
not fair (M = 2.2, SD = 1.5). The mean value of the satisfaction from the privileges and 
benefits was found equal to 2.5 (SD = 1.0). This result shows that the supermarket employees 
are dissatisfied with the additional benefits of their work. 
 
Table 8. Results for the satisfaction of supermarket employees from Additional benefits 
 M SD 
I am not satisfied with the additional benefits 
I receive, in addition to the salary  
4.0 1.7 
The extra benefits - in addition to the salary 
we receive from work - are just as good as 
those offered by other organizations  
2.2 1.4 
The package of additional benefits - in 
addition to the salary we receive in the 
course of work is fair  
2.2 1.5 
There are additional benefits in addition to 
the salary that we should receive but this 
does not happen  
4.5 1.7 
Additional benefits 2.5 1.0 
 
 
The results regarding the level of satisfaction with the possible rewards are presented in 




for those who work in the supermarket (M = 4.1, SD = 1.7) while acknowledging that their 
efforts are not rewarded as they should be (M = 4.6, SD = 1.5). In addition, supermarket 
employees expressed neutrality as to whether they receive the recognition they should when 
doing their job well (M = 3.1, SD = 1.6) while tending to agree that their work is not valued 
(M = 3.7, SD = 1.6). The mean value of satisfaction from the extraordinary rewards related 
to effort recognition was found equal to 2.9 (SD = 1.1). This result indicate that the 
supermarket employees are dissatisfied with extraordinary rewards related to effort 
recognition. 
 
Table 9. Results for the satisfaction of supermarket employees from Extraordinary rewards related 
to effort recognition 
 M SD 
When I do my job well, I get the recognition  
I need  
3.1 1.6 
I think my work is not appreciated  3.7 1.6 
There are few rewards for those who work 
here  
4.1 1.7 
I believe that my efforts are not being 
rewarded as they should be  
4.6 1.5 







Table 10 gives the findings regarding the level of satisfaction of supermarket employees 
with the working conditions. The analysis showed that the participants agreed that they have 
more workload than they should (M = 4.4, SD = 1.6) and have more bureaucracy than they 
should (M = 4.0, SD = 1.7). In addition, participants tend to agree that many of the rules and 
procedures followed in their organization make it difficult for them to do their job properly 
(M = 3.9, SD = 1.6) while expressing neutrality as to whether their efforts to do their job 
well are rarely hindered by the bureaucracy (M = 3.1 SD = 1.5). The mean value of 
satisfaction from operating conditions was found to be 2.9 (SD = 0.9) and shows that 
supermarket employees are dissatisfied with the working conditions. 
 
Table 10. Results for the satisfaction of supermarket employees from working conditions 
 M SD 
Many of the rules and procedures followed 
in the organization make it difficult for me to 





My efforts to do my job well are rarely 
hindered by the bureaucracy  
3.1 1.5 
I have more workload than I should  4.4 1.6 
I have more bureaucratic work than I should  4.0 1.7 
Working conditions 2.9 0.9 
 
 
Table 11 gives the results observed from the participants' responses regarding their level of 
satisfaction with the relationships and cooperation with their colleagues. The analysis 
showed that supermarket employees recognized that they liked the people they worked with 
(M = 4.7, SD = 1.3) while acknowledging that they had a good time with them (M = 4.6, SD 
= 1.4). In addition, the supermarket employees who participated in the survey tend to agree 
that there are many quarrels and conflicts in their workplace (M = 3.7, SD = 1.7) and 
expressed neutrality regarding the fact that they have to work harder due to the incompetence 
of their colleagues. (M = 3.3, SD = 1.7). The mean value of satisfaction from colleagues was 
found to be equal to 4.1 (SD = 1.1) and shows that the supermarket employees are quite 
satisfied with their colleagues at the supermarket. 
 
Table 11. Results for the satisfaction of supermarket employees from colleagues 
 M SD 
I like the people I work with  4.7 1.3 
I think I have to work harder because of the 
incompetence of my colleagues  
3.3 1.7 
I have a good time with my colleagues  4.6 1.4 
There are many quarrels and disputes at 
work  
3.7 1.7 
Colleagues 4.1 1.1 
 
 
In Table 12 are given the findings regarding the level of satisfaction of supermarket 
employees with the nature of their work. The analysis showed that the participants admitted 
that they like the things I do in their work (M = 4.6, SD = 1.3) while they agreed that they 
feel a sense of pride in the work they do (M = 4.6, SD = 1.5). In addition, participants tend 
to agree that their work is enjoyable (M = 3.9, SD = 1.5) while disagreeing that sometimes 
they feel that their work does not make sense (M = 2.9, SD = 1.7). The mean value of job 
satisfaction was found to be 4.3 (SD = 1.0). These results indicate that the supermarket 





Table 12. Results for the satisfaction of supermarket employees from nature of work 
 M SD 
Sometimes I feel that my work does not 
make sense  
2.9 1.7 
I like the things I do at work  4.6 1.3 
I feel a sense of pride in the work I do  4.6 1.5 
My work is enjoyable  3.9 1.5 




Finally, Table 13 gives the findings concerning the level of satisfaction of supermarket 
employees from communication in their workplace. The analysis showed that participants 
tend to agree that they often feel that they do not know what is going on in the organization 
in which they work (M = 3.8, SD = 1.5) and that job tasks are assigned without being fully 
explained (M = 3.6 , SD = 1.6). In addition, participants tend to agree that communication 
within the organization seems to be good (M = 3.6, SD = 1.5) while expressing neutrality 
regarding the fact that the goals of the organization in which they work are not clear to them 
(M = 3.4 , SD = 1.7). The mean value of satisfaction from communication in their workplace 
was found to be equal to 3.5 (SD = 1.1) and this means that supermarket employees express 
a moderate level of satisfaction with communication at work.  
 
Table 13. Results for the satisfaction of supermarket employees from communication 
 
 M SD 
Communication within the supermarket 
seems to be good  
3.6 1.5 
The goals of the organization I work for are 
not clear to me  
3.4 1.7 
I often feel that I do not know what is 
happening in the organization in which I 
work  
3.8 1.5 
Tasks are assigned without being fully 
explained.  
3.6 1.6 




The results for the nine dimensions of job satisfaction are summarized with the 




employees express quite high satisfaction with the supervision, the nature of the work and 
their colleagues, have moderate levels of satisfaction with communication in the workplace 
and have low levels of satisfaction with their promotion opportunities, additional benefits 




Figure 3. Average value and 95% confidence interval for the nine dimensions related to the job 
satisfaction of supermarket employees 
 
 
Finally, in Figure 4 are presented the distribution regarding the overall level of satisfaction 
of supermarket employees. The analysis showed that the average value of total satisfaction 
is equal to 3.1 (TA = 0.54) showing that the supermarket employees have moderate levels 
of work satisfaction. The majority of participants had a total satisfaction between 2.5 and 3.5 









4.4. Customer satisfaction 
 
In the following section are presented the findings regarding the level of customer 
satisfaction with the services provided by supermarkets. First, the findings on the four 
satisfaction factors are presented (staff, service, available products and facilities) and at the 
end the results of the overall satisfaction of supermarket customers are given.  
 The results regarding the level of satisfaction of supermarket customers from the staff 
are presented in Table 14. The analysis showed that the customers are satisfied with the 
behavior of the staff (M = 4.2, SD = 1.1) and the service of the staff (M = 3.9, SD = 0.9). To 
a lesser extent, customers expressed satisfaction with staff adequacy / availability (M = 3.6, 
SD = 1.1) and Information provided by the staff (M = 3.6, SD = 1.0). The average customer 
satisfaction with the staff was found to be equal to 3.8 (SD = 1.0) and shows a relatively 





Table 14. Results for the satisfaction level of supermarket customers about staff 
 M SD 
Staff behavior  4.2 1.1 
Service from the staff  3.9 0.9 
Staff adequacy / availability  3.6 1.1 
Information provided by the staff  3.6 1.0 
Staff 3.8 1.0 
 
  
 The results regarding the level of satisfaction of supermarket customers about the 
services provides are presented in Table 15. The analysis showed that the customers are 
satisfied with the availability of baskets / trolleys   (M = 4.5, SD = 0.7) and store location 
(M = 4.1, SD = 1.1). On the contrary, customers are neither satisfied or dissatisfied from 
parking availability (M = 3.1, SD = 0.9) and waiting time in the queue (M = 3.1, SD = 1.1). 
The average customer satisfaction from the service was found to be equal to 3.7 (SD = 1.1) 
and shows a relatively high level of satisfaction from the service.  
 
Table 15. Results for the satisfaction level of supermarket customers about services 
 M SD 
Waiting time in the queue  3.1 1.1 
Available baskets / trolleys  4.5 0.7 
Store location  4.1 1.1 
Parking available  3.1 0.9 
Service 3.7 1.1 
 
 The results regarding the level of satisfaction of supermarket customers about the 
available products are presented in Table 16. The analysis showed that the customers are 
satisfied from the quality of products offered (M = 4.6, SD = 0.5) and variety of products (M 
= 4.3, SD = 1.6). On the contrary, customers are less satisfied from price of products 
compared to other supermarkets (M = 3.6, SD = 1.1) and special offers on products (M = 
3.6, SD = 1.0). The average customer satisfaction from the available products was found to 
be equal to 4.0 (SD = 0.9) and shows a relatively high level of satisfaction from the available 
products.  
 
Table 16. Results for the satisfaction level of supermarket customers about products 
 M SD 
Quality of products offered  4.6 0.5 




Price of products compared to other 
supermarkets  
3.6 1.1 
Special offers on products  3.6 1.0 
Available products 4.0 0.9 
 
 
 The results regarding the level of satisfaction of supermarket customers about the 
facilities are presented in Table 17. The analysis showed that the customers are satisfied 
from the store size (M = 4.2, SD = 1.05) and store layout (M = 4.1, SD = 0.9). Also, 
customers are quite satisfied from store cleanliness (M = 4.4, SD = 1.0). The average 
customer satisfaction from the facilities was found 4.20 (SD = 1.0) and shows a relatively 
high level of satisfaction from the supermarket facilities.  
 
Table 17. Results for the satisfaction level of supermarket customers about facilities 
 M SD 
Store size  4.2 1.0 
Store layout (spaces and product 
classification)  
4.1 0.9 
Store cleanliness  4.4 1.0 
Facilities 4.2 1.0 
 
 
The total average customer satisfaction from the supermarket services was found to be equal 




4.5. Customer satisfaction and Employees satisfaction 
 
The last section presents the results related to the correlation between employee satisfaction 
and customer satisfaction. The results showed that there is a strong positive correlation 





Figure 5. Correlation between employee satisfaction and customer satisfaction 
 
 
In addition, the linear regression analysis (Table 18)showed that employee satisfaction 
explains 49.5% of customer satisfaction variability confirming that employee satisfaction 
explains a significant percentage of customer satisfaction (b=0.784, t=9.803, p=0.000). 
 





Coefficients t Sig. 
 B Std. Error Beta 
(Constant) 1.316 .254  5.185 .000 









According to what was mentioned in the literature review chapter, the companies during the 
organizational process focus on the customers, as they are considered to be the most 
important factor for their operation. Before defining the strategy and organizational structure 
of a business, managers investigate the customers to whom the business will be addressed. 
After finding the answers to these questions, the company begins to deal with product design, 
market segmentation and awareness raising. This fact shows not only the importance of 
customers for the business, but also the importance of their satisfaction. 
 Customers always want maximum satisfaction from the products or services they 
buy. In today's market the success of a business is judged more by the relationship it creates 
with the customer, compared to the manufacture of products. Whether or not an organization 
provides quality services depends on customer feedback on the satisfaction they receive from 
consuming the products, as higher quality levels lead to higher customer satisfaction levels. 
Most companies adopt quality management programs that aim to improve the quality of their 
products and processes as "quality has been shown to have a direct impact on product 
performance and therefore on customer satisfaction (Szymanski & Henard, 2001). 
 The importance of measuring customer satisfaction is constantly emphasized in the 
literature (Kasiri et al., 2017). Manu researchers have been argued that if each employee 
provides high quality services, then the customer, who is the last link in the chain, will 
receive high quality services (Beneke et al., 2012; Espejel, Fandos & Flavián, 2008; Haming 
et al., 2019; Kurdi, Alshurideh & Alnaser, 2020). 
 The purpose of this study was to investigate the level of job satisfaction of employees 
in the supermarket sector, to record the level of customer satisfaction with the services of 
supermarkets and to investigate whether the increased level of job satisfaction of employees 
in the supermarket sector leads to increased satisfaction of customers from the services of 
supermarkets. The results of the research showed that the employees in the supermarket 
sector express a moderate level of job satisfaction. While it was observed that employees 




colleagues will express moderate levels of satisfaction with communication in the workplace 
and low levels of satisfaction with their promotion opportunities, additional benefits and 
salary. In addition, the results of the survey showed that supermarket customers express a 
high level of satisfaction. Finally, the present study confirmed that the increased level of job 
satisfaction of employees in the supermarket sector leads to an increased level of customer 
satisfaction with the supermarket services by confirming relevant researches (Brown & Lam, 
2008; Ekinci & Dawes, 2009; Kasiri et al., 2017; Kumar & Kaur, 2016; Slack, Singh & 
Sharma, 2020; Varma, 2017).  
 
 
5.2. Practical implication of research 
The evaluation of any research effort is judged by its contribution to both science and the 
possibility of practical application of its findings. The proposals that will be formulated 
aspire to help those involved in the catering industry and the executives of service companies 
in developing a strategy focused on the satisfaction of both external and internal customers 
of their business. Statistical analysis and processing of data can safely lead to the formulation 
of the following propositions:  
▪ Emphasis should be placed on internal satisfaction (employees satisfaction) as it is 
directly related to external satisfaction (customer satisfaction). Therefore, the 
executives should strengthen the communication and the good cooperation of the 
departments that are in sequence, as any quality problems will be passed on to the 
final customer.  
▪ Therefore, the motivation of employees in all parts of the company emerges as an 
important factor for the provision of quality services.  
The above esults confirm the perception of some researchers, according to which the 
customer may be satisfied with the services, in this case the supermarket services, but the 
insufficient service reduces the degree of his overall satisfaction (Álvarez-García et al., 
2019; Bellou & Andronikidis, 2017; Slack, Singh & Sharma, S, 2020). Satisfaction of the 
sensual and psychological dimensions of quality is more difficult to satisfy as they are based 
on more subjective criteria. But even these dimensions should be a target for companies in 
the supermarket industry. 





5.3. Limitations and future research  
 
 
The present research has several limitations that mainly concern the research design and the 
sample of the research. Initially, a key constraint is the choice of convenience sample. The 
choice of a convenience sample that is not representative of the population is associated with 
a low level of external validity of the research. External validity examines whether the 
findings of a study can be generalized to the general population. Almost all studies are 
carried out using samples as recording the entire population is impossible. In these cases if 
the sample selection is based on random sampling or some probability sampling such as 
stratified sampling then the sample is representative of the population, and thus the results 
can be generalized to the population from which the sample was taken. The results of surveys 
with a low level of external validity should be interpreted with special care as the results can 
not be considered representative of the total population (Andrade, 2018). In addition, a 
survey with a low level of external validity is associated with bias errors as the convenience 
sample selected may be associated with specific working conditions and therefore 
overestimate or underestimate the actual state of the population (Pannucci & Wilkins, 2010). 
The second limitation of the present study concerns the small sample size compared to the 
population size. According to Faber and Fonseca (2014) the small sample size is associated 
with low statistical power (statistical power) which can lead to a high rejection rate of cases 
that actually apply. A small sample size also affects the reliability of a survey results because 
it leads to greater variability, which can lead to biased results.  
 The above two limitations are an important issue to be addressed in future studies. 
According to the above, for safer conclusions should be sampled using a sampling technique 
that enhances the external validity of the survey (eg random sampling) while statistical 
techniques should be used based on which the sample size will be determined. to maximize 
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